Introduction
The alcohol industry has played, and continues to play, a decisive role in alcohol policy issues. Given the importance of alcohol policy in reducing or preventing harm from alcohol (Babor et al. 2003) , it is surprising that there have been relatively few studies that have looked at the role of the alcohol industry in policy-making (e.g., Addiction 2000; Greenfield et al. 2004; Ogborne et al. 2006; Giesbrecht et al. 2006a ). Policy-makers face many challenges, and these can be highlighted by contrasting the view that emerges from recent alcohol epidemiology and social science with that from alcohol marketing and promotion.
In the epidemiological studies such as the WHO Global Burden of Disease Project, the disease, death and disability from alcohol is similar to that from tobacco, and even higher in some developing countries (World Health Organization 2002; Rehm et al. 2003a ). Alcohol is a major contributor to unintentional injuries or death, violence including homicide and suicide, and a wide range of chronic diseases (e.g. Bagnardi et al. 2001; Boffetta & Hashibe 2006; Room et al. 2005 ). While epidemiological literature has shown that alcohol is an important risk factor for acute and chronic damage (Room 1998, pp. 797-798) . However, there may be efficiencies of scale for public policy advocates or legislators seeking to influence alcohol producers, and working with a few rather than dozens may be preferred. As Room (1998) indicated, the larger corporations may have more at stake and therefore may not be as innovative in using promotion and selling practices that will be most harmful to public health.
Alcohol management in Canada
The system of alcohol management is a combination of government and private enterprises and controlled at the provincial level. In all provinces and territories, except for the province of Alberta, there is a government-run retailing system, i.e. liquor board or commission, which handles a large share of off-sale retailing. In terms of the volume of products distributed, this varies greatly, with the government liquor stores in some provinces handling beer, wine and spirits. In Ontario, for example, liquor board outlets are responsible for off-premise sale of all spirits, imported wine and some beer in small packages.
There is a parallel off-sale system in Ontario of privately run beer stores and domestic wine stores. However, even in these mixed systems, the lion's share of the ab- 
Access to Markets
While there have been few dramatic changes overall in access to markets, the general direction is that of increased access. As indicated in tables 1 and 2, both off-premise and on-premise density rates have in- 
Consumption trends
The trends in drinking in Canada are likely both a contributor to and product of these developments. As indicated in Figure 1 , drinking rates display three main features in the last three decades: an increase be-  However, the most recent increase in overall drinking rates seems to coincide with an increase in the proportion con- Note: This figure presents the data in a different way than published on the website of Statistics Canada as it displays the rates of heavy drinkers among the total population, not among current drinkers.
Source : Statistics Canada (1999; 
Damage from alcohol
The alcohol industry acknowledges a number of problems related to the use of their products. There seems to be an underlying rationale in the problems that are identified and highlighted. It is a rationale that is not necessarily driven by the findings of epidemiology or social science, but by other considerations. They acknowledge problems that have one of the following characteristics: problems that are already widely known, problems that involve a minority -and usually lowvolume -consumers (e.g., pregnant women), or problems that are experienced by persons considered dependent on alcohol.
 Table 3 . Drinking patterns, Canada, aged 15 and older (1989, 1994, 2004) It is uncommon and unlikely that the alco- 2) ontario's low-risk drinking guidelines advise no more than two standard drinks on any given day and up to 9 drinks a week for women and 14 drinks a week for men. a standard drink contains 13.6 grams of alcohol and is equal to a 5oz glass of wine, a 12oz bottle of beer, or a 1.5oz of spirits. 
Alcohol industry and alcohol policy options
The preceding sections have alluded to apparent positions of the alcohol industry on alcohol policy options. Here these themes are summarized (Table 5) This three-way comparison is summarized in Table 6 . The first column ranks the research evidenced, based on Babor et al. (2003), with the lower number indicating higher rank in terms of impact. The second column ranks public support in Ontario, based on surveys involving representative samples of adults (Giesbrecht et al. 2005b) .
The third provides an interpretation of Canadian industry perspectives on these policy options.
There is neither consistent agreement nor disagreement across these dimensions.
Nevertheless, a few points might be noted.
Items where public support was weak 2) based on responses to annual surveys of ontario adults.
3) lower number indicates higher rank, e.g. 1 for alcohol taxes indicates strong support in the research literature of impact from this intervention, but 11 indicates low support for this intervention among ontario respondents.
Source: Based, in part, on Giesbrecht, et al. (2005b) .
greater potential are not. As a consequence the chronic and acute negative effects of an increase in high-risk drinking and rise in overall consumption are not being effectively controlled.
Discussion
The recent Canadian experiences with regard to alcohol policies indicates that the influence of the alcohol industry appears to have been significant, but not consistently so across policies (Giesbrecht et al. 2006c ). The policies that would have a high potential to achieve one or both are typically either ignored or undervalued. However, there are extensive efforts to control drinking and driving, and these initiatives stand in sharp contrast to the relative absence of beverage increases the risk of short or long term harm to health and should be avoided. Please enjoy our product in moderation and drink responsibly." • the wine council of ontario (January 11, 2005) welcomed ontario's Provincial review of the beverage alcohol business and supported the five principles that will guide the expert review panel in their work: -Promotion of on ontario's products -safeguarding socially responsible consumption, storage, distribution and sale of beverage alcohol -convenience, variety and competititive prices for consumers -Maximizing value to taxpayers -ensuring responsible reuse and recycling practices Liquor Control Board of Ontario • Partners with numerous groups to promote social responsibility and raise awareness of important alcohol-related issues, such as drinking and driving and responsible personal consumption.
• Partners include: social and health agencies, social responsibility groups, community organizations, police agencies, educational agencies, beverage alcohol suppliers, the hospitality industry, and government.
• "since 1995, the lcbo has used tv, radio, print, cinema and billboard ads to bring our social responsibility messages to ontario communities. research has shown that public recall of these ad campaigns is high and that most respondents who've seen the ads would think twice about drinking and driving -and feel their family and friends would too".
• "selling liquor responsibly is a public trust the lcbo has taken very seriously since 1927. we consider social responsibility as important as our mandate to provide a high level of customer service and maximize dividends for the provincial government." lcbo programs include:
-information campaigns aimed at teenagers, such as the safe Prom campaign, which includes posters, teachers' educational materials and tips for both parents and teens. 
